







University of Wales Trinity Saint David London
Marketing Fundamentals LCBB4004 Riaz Bhatti
Assignment 2
Student Desislava Zhelyazkova
ID 1917424














Table of Contents
Marketing Fundamentals	0
Introduction	2
Main Body	2
Conclusion	9
Reference	11




[bookmark: _Toc61301325]Introduction
Marketing forms a fundamental part for any organization upon which all other functions are dependent. Along with transfer of goods from producers to consumers, it also involves making the people aware about the features of these goods by promoting it. Although different organizations approach their respective consumers in different ways, but the basic purpose lies in identifying and fulfilling their needs. For an organization, the role played by marketing revolves around its mission, which also involves reaching out to investors, intermediaries, clients and customers, altogether (Kose, and Sert, 2017). An organization produces those goods and services, which are in need by the society, identified by research surveys and making those services available to the targeted audience. By using various promotional strategies, the marketing department of the organization encourages the users to invest in the products. One such well-known multinational organization is the Adidas AG, which is one of the leading producers of sportswear and its related accessories and has its operations covered all over the world. Adidas has its worldwide presence since the year 1949, which now is a household name across the world. Their primary objective of their marketing strategies is increasing the sales while also improving their net income keeping in view of the demands and desires of the changing market. They want to enhance their brand equity and also grow as per market share. Although their primary target customers are athletes, but they also penetrate the market by targeting the non-sport customers by focussing on style impacting globally (Festa, et al., 2020). Since the end users look for durability, comfort and style, Adidas increases its reach by valuing these factors. In this following essay, there is analysis of various marketing processes undertaken by Adidas including the strategies that they follow along with the importance of marketing-mix. Secondly, it also includes the role of stakeholder’s engagement in the marketing processes and the impact that they have on the organizational performance. 
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Role of Marketing Processes in Adidas 
Marketing does not only refer to selling of goods, but include a whole lot of processes that helps in reaching out to the customers as per their needs and requirements. For enabling an organization to meet its objectives, it is first essential to identify and realize its potential and the available opportunities. Secondly by analysing the internal and external environment it is possible to deal with the potential threats and weaknesses. This will further help in identifying the target audience and set achievable goals. However, it is vital to take into consideration the expected budget that would include various promotional and advertising strategies. Adidas has been successfully utilizing the marketing processes which has led it to generate around 23.6 bn euros net sales from 2000 to 2019 and is able to run its operations in more than 160 countries. Segmenting the market strategically as per demographic and physiographic factors, has resulted into understanding the behavioural features of the customers (Li, et al., 2018). Likewise, since customers are well aware about the quality and reliability of products from Adidas, it has managed to improve its brand equity and is now one-of the leading sportswear manufacturer. For ensuring sustainability, it is also collaborating with International Labour Organization which provides a different dimension to its operations. Further, with constant changes in customers’ desires and needs, they are segregating them to as per the age group, preferences, style etc. enabling them to form a particular niche by specializing in the respective needs. With concrete strategies at hand, Adidas also decides the tactics that will help in achieving these goals. Through marketing mix processes, Adidas is able to offer different products with different features with a price suitable to its customers. Features of products are now based on customer’s needs rather than the brand’s expertise. By applying contemporary thinking, Adidas is continuously expanding itself as per products’ life cycle. Through a channel of distribution, the products are easily made available to customers. Since marketing mix also includes promotion, Adidas makes sure to make its presence felt in all sectors of digital media along with direct involvement through factory outlets. Their relationship with customers on a personal level creates enthusiasm which retains their loyal customers and help in attaining new ones. To ensure that their strategies result to fruitful outcomes, accurate implementation is done through various polices related to pricing, distribution and communication (Ang, and Rusli, 2018.). By hiring marketing professionals, and assigning them with equal responsibilities, the strategies are put into effect. However, since regular evaluation is necessary for smooth operation, the brand makes sure to monitor the plans and make changes as per requirements based on changes in internal and external environment. All the strategies remain in place when there is evaluation in the annual plan along with profit generation. Hence marketing processes of Adidas helps the brand to analyse the situation while strategically implementing a marketing plan and controlling them with efficiency. 
Importance of Stakeholder Engagement in Adidas Marketing
An organization runs effectively when all their stakeholders including investors, customers, employees and suppliers are able to visualize their respective mission with that of the brand. The business entity functions smoothly when all of them remain engaged with the proceedings which positively affects the interests of organization. Adidas has a diverse group of stakeholders which includes their employees and authorizers from government bodies, trade associations, Board of Directors and shareholders. As far as business partners are concerned, it includes the unions, suppliers and their service providers (Lavery, 2018). Customers form an integral part of the stakeholders’ chain who are mostly the athletes, sports persons, distributors, and retailers. The engagement of each of these stakeholders helps Adidas to maintain a transparency and form mutual trust with each other, which also leads to disclosure of various strategies for sustaining in the ever-changing market. Although the relationship among each other has grown over a period of time, there is a sense of maturity in the operations which is helpful while dealing with constant improvements in their products and end-users. Engaging the stakeholders have helped in achieving organizational goals and implementing the strategies of marketing processes. Since Adidas requires implementation of various distribution and marketing policies, stakeholder’s engagement is vital during policy makings decisions which involves scientific and health related issues. Their involvement ensures the success of the policies while also doing the necessary changes as per environmental changes. Since Adidas recognizes their respective stakeholders, planning and executing various operational processes are easier through their engagement (Viglia, et al., 2018). By successfully managing multiple stakeholders around the world, they are also able to meet their demands, which uplift the productivity of the brand. To make marketing initiatives more effective, it is essential to involve suppliers in the processes. Shareholder’s engagement ensures high quality materials, improved planning techniques and these results in improvement in product development. Further, by assessing the technology and reaching the market faster through various channels the customer satisfaction is achieved. This results in lowering production cost and enhancing the relationship with the end-users, as they receive what they desire. As per latest reports, Adidas has an employment of around 59,533 employees worldwide in the year 2019. By strengthening and encouraging their efforts towards the brand, Adidas keeps their employees motivated so that they remain committed to it. Further, as they are also an integral part of stakeholders, their engagement is valued during marketing. Their involvement assists in retaining talent and also ensures that their creativity, ideas and strategies are necessary for building the brand. By ensuring that the customers are also engaged in marketing processes, Adidas is able to penetrate the market better which helps in promoting their products and display their loyalty towards their customers. Their partnership with ILO and other government organizations enables them to work towards the social issues like child labour, human rights, etc., which lays down a presence of sustainability. 
Process and stages of marketing by Adidas through marketing Mix framework
Process and stages of marketing with the help of marketing mix framework 
Adidas Product Strategy
Of the various designs and styles, the footwear of Adidas is robust and athletic. The aim of the company is to provide the best product of footwear to its customers which combines technology and design in a unique manner. The products of Adidas are not based on needs, the products bought by the customers satisfy the wants and desires of the customers. In the early 21st century, Adidas was one of the first companies to a new lifestyle segment which focused on street wear which got inspired from the sportswear. The Taylor made Adidas golf segment includes the products from golf, the Rockport deigns its leather goods, and the Reebok CMM looks after the hockey segment of the company (Kaseva, 2018). Collaborating with the celebrities and other sports persons Adidas has led to the creation of limited sportswear range, which has been made exclusive to some users. The Adidas Yeezy Boost is an exclusive line of sportswear, which has led to huge popularity among the users. This is an exclusive line of sneakers, which was made with collaboration with popular singer Kanye West and Adidas. The company focuses on design and technology for the production of its shoes and produces products, which are futuristic and also satisfy the wants and desires of the customers. Keeping in mind about the changes in technology and design the company tries its best to remain updated in the market, as it is only second to Nike in the world competition. 
Adidas Price Strategy 
Due to its style, design and promotions the company makes use of skimming pricing strategy and as well as competitive pricing strategy. The skimming price strategy is done when a company launches a new product in the market and it is sold in higher cost range due to its uniqueness (Crasto, et al., 2020). For most of its products, the competitive pricing is done keeping in mind about the competition in the market. There are many players in the market namely Nike, Puma, Reebok and more. The target customers of Adidas include the upper middle class as well as the high-end customers as well. Therefore, the target customer does not have any problem in skimming out money for the products of Adidas. The company has a price quality approach and the customer psychologically think that higher price refers to better quality in the market. Thus, the pricing of Adidas rarely drops making its products costlier for other class of people. 93% of the production of Adidas shoes is done in Asia due to the availability of cheap labour, which helps the company to make use of better quality materials and focus on its quality more. Import regulations, duty and tariffs are some of the other reasons why the products of Adidas costs more as compared to others. The company has never compromised on quality of its products and it has uniform product line for most part of the world (Wright, 2019). However, the company also has customised shoes options, which make the company work on the person’s individuality. The company’s customizable products make it unique from its competitors and making it a premium prices product. 
Adidas Place and distribution strategy 
Adidas sells its products mostly with the help of retail outlets. However the company has also its own exclusive stores where the material is provided directly from the production house. Furthermore there are many multi-branded stores which keep Adidas apparels as well. The company also has the option to sell its products online. The products of the company are often sold via e-commerce sites such as the Myntra, and online official website of the company as well. With the help of excellent brand equity of the products and the company the operating margins of the company is fairly high which helps the company keep an working distribution channel and a better distribution channel means a better promotion of the company. As said by Pirjamadi, et al., (2019) during the early 1990s the company used to categorise its sales into Adidas originals (containing old and traditional designs of the company), Adidas performance shoes which were designed for various sports segments and lastly the style essentials which were made for the general public and for normal usage. Flagship stores of Adidas are present all over the world and the company’s association with International Labour Organization (ILO) and the International Finance Corporation (IFC) has helped the company to have a scope and also lead a sustainable business as compared to its competitors. 
Adidas Promotion and Advertising strategy 
The tagline of the company which tells “Impossible is nothing” is in itself a powerful promoting line as it shows itself as a company which is fearless and is able to innovate products better than others. The majority of the marketing strategies and promotion is based on television and the product placements. The popularity of the brand increased due to its promotions with global celebrities namely Lionel Messi, Sachin Tendulkar, Ronaldinho and many others. Customers who are avid fans of the celebrities will prefer to buy out the similar brand as being advertised by their favourite stars (Ang, &Rusli, 2018). Furthermore, the company also sponsors various teams namely Real Madrid, France, Great Britain and more in the football leagues. The brand ambassador of the company is David Beckham and all the techniques used by the company makes sure that the company stays in the mind of its customers for longer period of time. 
Importance of stakeholder engagement in Adidas marketing 
Stakeholder engagement within an organization is highly essential and important for any organization as the needs of the stakeholders are effectively translate d into the objectives f the organization and it helps in developing effective strategy within the organization. It is important to mention that effective stakeholder engagement within an organization has a huge influence over its marketing activities. In order to understand its impact on the marketing activities, the stakeholder theory has been applied in this aspect. As per this model, stakeholders within the organization can be classified under two categories that include external stakeholders as well as internal stakeholders. It is interesting to know that the organizational stakeholders can influence everything as well as everyone in the organization or a particular project (Vitolla, 2019). As per the stakeholder theory, the internal stakeholders within an organization includes the employees, management, owners  while the external stakeholders within the organization includes the customer, distributors, suppliers, investors and shareholders within the business. It is important to mention that each and every stakeholder within the business of Adidas has different impact upon the marketing activities. Understanding the importance of both type of stakeholders are extremely essential to understand.
Impact of the internal stakeholders engagement on the marketing activities: Employees are one of the key essential internal stakeholders on which the entire process and strategy making of the marketing activities completely dependent. The employees work directly for the business. It is important to mention that the employees develop the suitable ideas for the organizational marketing for Adidas. in addition, they are also responsible for executing the marketing activities and promotional strategies within the business with effective ideas. For this reason, the engagement of the employees is very essential for successful marketing of the organization. 
On the other hand, the management of the organization is also highly responsible for supervising the marketing activities and selecting the appropriate marketing activities based on the organizational objectives and goals. The management of the organization is also responsible for making the suitable policies in the organization the essential decision regarding the marketing activities and selected target audiences all are done with the help of organizational management (Andersson, 2017). Hence, effective engagement of all the organizational managers is very important for effective marketing activities of Adidas.
Lastly, the owners and the board members are the core individuals in the organization, who takes the final call. In terms of approving the strategies of marketing for Adidas, or taking the final decision regarding the business promotions the owners and the board members are accountable. In this regard, it can be understood that their effective engagement and involvement within the marketing activities and decisions regarding this aspect helps the organization to create or develop the most effective and suitable marketing strategies and executing the marketing activities successfully. 
Through the help of this analysis, it can be identified and understood that the impact of internal stakeholders in the marketing activities of the organization is highly significant and it is essential for them to be involves and engaged within the marketing activities of the organization for better outcome and enhanced brand profitability through a successful marketing campaign in front of the audiences. 
The impact of external stakeholders on marketing activities:
Other than the internal stakeholders of the organization, the external stakeholders of the organization also have a huge influence over the marketing activities and success of the marketing strategies (Chebbi, 2020). Organizational customers are considered as one of the most essential and important external stakeholders and which the marketing activities are performed and strategies of marketing are applied. Proper attention from the customers helps in making the activities and the strategies successful and effective. Without the involvement of the customers and their engagement with the marketing activities and strategies, the entire initiative can be failed completely. For this reason, the customers play a very essential and significant role in terms of making the entire marketing campaigns and activities of the organization successful. 
Suppliers are also one of the essential external stakeholders within the organization and they play an important role in term of executing the business activities effectively. Hence, in case of marketing activities the suppliers also have their indirect influence on them. Due to this reason, it is extremely important and essential for the organizations to keep a positive relationship with the organizational suppliers in terms of making the overall marketing activities effective and uninterrupted. Therefore, the engagements of the suppliers are also essential for successful marketing activities within the organization (De Gooyert, 2017).
Lastly, the investors in the organization play an extremely important role in terms of helping the organization to conduct its operational activities. Investors are those who spend funds on the organization in terms of keeping the business alive and conduct is operation without any fail. In case of marketing operations and activities, proper funding and investments are very helpful for generating a successful outcome. Based on this understanding it can be stated that the investors as external stakeholders within the organization of Adidas plays an extremely significant role for effective promotion and marketing of the organization for the target audiences.
Based on this understanding of the stakeholder theory it has been understood that effective stakeholder engagement within an organization is very essential and helpful in terms of keeping the organizational activities effective and smooth. Proper stakeholder engagement within the organization helps in meeting the organizational objectives successfully. Through the discussion on this theory along with the impact of stakeholder’s engagement with the marketing activities of the organization, it has been understood that stakeholder’s engagement within an organization helps in executing the essential marketing operations without any hassle. This will help the business organization to gain successful outcome of their marketing activities and increase organizational profit to a great extend. 


[bookmark: _Toc61301327]Conclusion
Adidas being one of the brands specializing in sportswear and accessories indulges itself in innovating better designs with every passage of time to enable both sportspersons and non-sportsperson to perform to their full potential. Effective marketing strategies and marketing-mix policies have helped Adidas to make their products available to their customers as per their needs are requirements (Appiah-Adu, and Amoako, 2016). These have also helped in maintaining their quality standards of the products making them retain their current position and helping it develop further for future. Since most of the world, population depends on marketing, the role of marketing processes and engagement of shareholders have widened. Marketing has allowed to create better prospects of opportunities for all which are the results of continuous production and marketing. As the marketing concepts of Adidas grows with time and demand, the employment and customer satisfaction will continue to attain larger heights and ensure a sustainable brand for the years to come. 
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